Introduction
Visual communication has become increasingly important and relevant in the age of social media as people tend to prefer content that is simple, easy to digest and elicits emotion (Belicove, 2011; Goldstein, 2009; Rose, 2012; Seo & Kinsey, 2012) . For example, research on Facebook found that photo albums, pictures, and videos generate far more engagements, or reactions from fans, than content without images (Belicove, 2011; HubSpot, 2011) . The popularity of infographics -visual breakdowns of data -has also soared in this age of fast-paced information consumption (Li, 2013) . In addition, personal images on social media sites can affect the perceived credibility of the messenger as well as information content shared by the messenger. Morris et al.'s study (2012) on Twitter credibility perceptions found that information shared by those who use their actual photos as profile images was rated as being more credible than that shared by those who use the default Twitter profile image (a colored background with a white egg).
The role of visual communication is often especially important when messages are communicated across different cultures and countries (Fahmy, 2005; Seo & Kinsey, 2012) . This is why countries are spending more and more resources on visual-based social media campaigns to promote their messages and engage global publics. The topic of this research is important, especially as previous research has shown that visual framing of international conflicts influences viewers' emotional responses and evaluations of communicative quality (Brantner, Lobinger, & Wetzstein, 2011) . This study contributes to communications and other areas of research in several significant ways. First, this research updates literature on visual propaganda by providing empirical data on visual propaganda in the age of social media. Second, the current study advances research on visual communication by offering theoretical and methodological frameworks for studying images shared via social media. Third, it enhances our understandings of international communication by analyzing visual themes and frames used during the information warfare between Israel and Hamas, an important case study of international conflicts. Finally, the results of the study also have policy implications for those who practice public diplomacy or international strategic communication.
Literature Review

Propaganda in the Networked Information Age
Networked digital technologies, including the Internet, have significantly changed the ways we create and share information as well as how we connect with others (Benkler, 2006; Castells, 2004; Lenhart, et al., 2010; Seo & Thorson, 2012 (Bennett, 2004; Castells, 2004; Chadwick, 2006; Moezzi, 2009) In some cases, government entities or other organizations used social media for their propaganda purposes. Propaganda refers to "a form of communication that attempts to achieve a response that furthers the desired intent of the propagandist" (Jowett & O'Donnell, 1999, p. 1) . While the use of propaganda has been an integral part of human history dating back to ancient Greece, developments in communication tools have influenced techniques of propaganda (Cull, Culbert, & Welch, 2003; Jowett & O'Donnell, 1999; Klein, 2012 
Roles of Visuals in Propaganda
In the modern history, visuals have been an essential part of propaganda efforts, as images are often more effective than words in capturing the attention of the public and crystalizing sentiments (Cloud 2008; Edwards & Winkler 2008; Goldstein, 2009; Rose, 2012) . This is a reason why political leaders have used images as one of the main Given the increased importance of the visual, this study analyzes the themes, frames, human characters, and structural features used in the images tweeted by the Israel Defense Forces and Hamas' Alqassam Brigades during the November 2012 conflict. It also examines whether there were any statistically significant differences between the two sides in terms of the themes, frames, and human characters portrayed in those images. Since little research has been done to study this topic, the following research questions are examined. The analytical propaganda frame covered images that provided facts about how the other side destroyed them, how they are prepared to defeat the other side, and what the public should be ready to do. The emotional propaganda frame covered images that aimed at raising awareness or attract attention by eliciting emotions such as anger against the other side or sympathy toward their own people.
Research Questions
The human interest frame covered images that highlight stories of individuals who suffer from attacks from the other side making the viewers feel that the stories are personally relevant to them and feel emotionally connected to those individuals and thus to the message. Human interest frames have been widely used in textual and visual propaganda as they tend to elicit strong emotional reactions.
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Production format. In terms of production formats, (i) whether the image was a photo or illustration, (ii) whether a caption was accompanied with an image, (iii) and whether the caption was in English or their own language were analyzed. For the purpose of this study, a photo refers to a real image captured by a camera, and an illustration refers to an image created via image enhancement or other graphic software.
Intercoder Reliability
Two trained coders coded the same 15 images from the Israel Defense Forces' tweets and 34 images from Hamas Alqassam Brigades' tweets. This constitutes 20% of the sample size for each group as recommended by content analysis handbooks (Krippendorff, 2004; Riffe, Lacy, & Fico, 2005) . Intercoder reliability was determined using Scott's pi. The intercoder reliability scores for the theme and frame was .95 and .92, respectively. The intercoder reliability scores for the human character was .97, and the mean intercoder reliability score for the production format was .98. These intercoder reliability scores were acceptable and thus the two coders proceeded to code a total of 243 for a final analysis. prominent theme was resistance (20.5%), followed by unity (17.5%), causalities of own soldiers (9.4%), and destruction (7.0%).
Research Question 2 asked whether there would be statistically significant differences between the images from the two sides with regard to prominent themes featured in the images. A chi-square test showed statistically significant differences between the two parties (χ 2 (1, df = 6) = 49.31, p < .001). This results mainly from the fact that compared with the Israeli side, the Hamas side tweeted a significantly higher VISUAL PROPAGANDA IN SOCIAL MEDIA AGE 13
proportion of images featuring casualties of own civilians. More Palestine civilians than Israeli civilians were killed during the 2012 conflict.
Propaganda Frames (RQ3 and RQ4)
Research Question 3 asked what would be prominent propaganda frames used in the images of each side, and Research Question 4 asked whether there would be statistically significant differences between the two sides in terms of prominent frames.
As shown in Table 2 , 50% of the Israeli images analyzed featured the overt propaganda frame and another 50% fell into the covert propaganda frame category. Of the Hamas images, 50.9% included the overt propaganda frame and 49.1% the covert propaganda frame. A chi-square test found no statistically significant difference between the two sides in terms of overt vs. covert frames (χ 2 (1, df = 6) = .02, p = .90).
When it comes to analytical vs. emotional frames, there were statistically significant differences between the two sides (χ 2 (1, df = 6) = 12.36, p < .001). Compared with the Israeli images, a significantly higher proportion of the Hamas images included the emotional frame. Specifically, 70.8% of the Israeli images fell into the analytical category and 29.2% included the emotional frame. In comparison, 53.8% of the Hamas images featured the emotional frame and 46.2% of the Hamas images included the analytical frame.
The results also showed that the human interest frame was prominent in the Hamas images than in the Israeli images. Only 29.2% of the Israeli images included the human interest frame compared with 56.1% for the Hamas side. A chi-square test showed the difference was statistically significant (χ 2 (1, df = 6) = 14.77, p < .001).
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Human Characters (RQ5 & RQ6)
This study also analyzed types of human characters featured in the images and whether there were any statistically significant differences between the two sides ( Table   3 ). The most frequently featured character in the Israeli images was Israeli soldiers accounting for 61.7% of the 47 photos that featured human characters. The second most frequently featured character was Israeli civilians (23.4%), followed by Hamas soldiers (8.5%), and Israeli media staff (6.4%).
Of the 153 Hamas-posted images that included human characters, Palestinian civilians were the most frequently featured (60.1%), followed by Hamas soldiers (15%),
Hamas leaders (15%), Israeli leaders (5.2%), and Israeli soldiers (4.6%). These differences were statistically significant according to a chi-square test (χ 2 (1, df = 6) = 59.84, p < .001).
Male characters were dominant in the images of both sides. Of the 36 Israeli photos where the gender of the characters was identifiable, 88.9% were male and 11.1%
were female. Of the 125 images where the gender of the characters was identifiable, 91.2% were male and 8.8% were female. There was no statistically significant difference between the two sides in terms of the gender ratio of the human characters featured in the images (χ 2 (1, df = 6) = .18, p = .67).
Production Format
While most images that the Israel Defense Forces and Hamas' Alqassam Brigades posted were photos, each side created some illustrations often with captions. As discussed before, in this study a photo refers to a real image captured by a camera, and an illustration refers to an image created via image enhancement or other graphic software. 
